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Relying on science alone likely wonôt 

change widely held opinions & beliefsé. 

CAN SHOULD 
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What Drives Consumer Trust?  



  

 

 

 

 

 

 

  

A Consumer  

Conundrum  
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ñIf farm animals are treated decently and humanely, I 

have no problem consuming meat, milk and eggs.ò 
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ñU.S. meat is derived from humanely treated animals.ò 
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ñI would support a law in my state to ensure the humane 

treatment of farm animals.ò 



Consumers want 

Transparency  



The Importance of Transparency 

ÅResearch reveals transparency is key to building 

consumer trust  
   

ÅTransparency may be rationally  defined as truthful 

information, but perhaps more importantly, it translates 

to an emotional  feeling of confidence.  

 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

  



Half to Nearly Two-thirds Strongly Agree 
Transparency Builds Trust with Food 

0% 50% 100% 

7% 

7% 

7% 

7% 

6% 

5% 

42% 

41% 

40% 

37% 

35% 

34% 

51% 

52% 

53% 

56% 

60% 

62% 

0 to 3  4 to 7  8 to 10  

food safety  

(n=2001)  

impacts health  

treatment of animals  

labor and human rights  

business ethics  

environmental 

stewardship  

 

 



Consumers Primarily Hold Food 
Companies Responsible for 
Transparency  
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Top Practices to Promote 
Transparency:  

Top 4 of 16 Options  
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Provides information on the use of 
preservatives  on the nutrition label  

Provides information on whether any 
ingredients were grown from 
genetically -modified ( GMO ) seed, on 
the product package  

Provides information on whether or not 
the animals that produced the milk or 

beef were given supplemental 
hormones , on the company website  

Provides information on whether or not 
the animals that produced the food 
(including milk, meat, poultry or eggs) 
were given antibiotics , on the company 
website  

%=Top Box Ratings 8-10 on 0 -10 

scale. Top four of 16 practices 

tested  
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Why all the concern? 

�ƒAntibiotic resistance is real 

�ƒRelated to meat      resistance vs. 

residue 

�ƒScientifically complex subject 

�ƒConsumers use them 

�ƒMost consumers donôt know how 
antibiotics are used in animal 

agriculture 

�ƒ connection between animal care & 

abx use 

 


